_ BROADCAST ADVERTISING _ 

BIGGEST TV FOOTBALL BUDGET YET 

Networks paying almost $14.4 million for broadcast rights; 
CBS-TV antes $9.7 million for NFL, NCAA pacts this season 


Professional and collegiate football 
fans who prefer to see the game on tv 
are in for another colorful, hard-fought 
season. 

But the aggressive action in tv foot¬ 
ball isn’t always in front of the camera. 

CBS-TV, which coached special leg¬ 
islation through Congress after a fed¬ 
eral court ruled the network could not 
corner the entire National Football 
League schedule last year, snared the 
pact this January (Broadcasting, Jan. 
15), and also bought two years* rights 
to National Collegiate Athletic Assn, 
games. 

ABC-TV’s five-year pact with the 
American Football League, now in its 
third season, kept the network in the 
game. 

And NBC-TV, benched for regular 


season play in all three leagues, still 
holds contracts for many of the choice 
post-season bowl classics. 

In the sponsor lineup, Ford Motor 
Co., this year’s patron of the gridiron 
art, heads the list and is playing no 
favorites, having purchased segments 
of all the regular season NFL, AFL and 
NCAA schedules. 

CBS-TV lined NFL coffers with $9.3 
million for exclusive broadcast rights 
to the league’s regular season games in 
1962 and 1963. A similar attempt was 
blocked last year when U. S. Circuit 
Court Judge Allan K. Grim in Phila¬ 
delphia found the contract in violation 
of antitrust laws and ruled it void. 
However, Congress cleared the way for 
future pacts two months later when it 
exempted professional football, basket¬ 


ball, and hockey from the antitrust laws 
in the area of a single tv contract 
(BROAncASTiNG, Sept. 25, 1961). 

The network paid an even greater 
sum, $10.2 million, for similar rights 
with the NCAA this year. 

ABC-TV and AFL - ABC-TV, 
which coughed up $10 million for its 
five-year AFL pact, is paying the $2 
million due for the AFL’s 1962 sched¬ 
ule, including the playoff and cham¬ 
pionship games. CBS-TV didn’t get the 
NFL championship because NBC-TV 
has another year to run in the $1.23 
million pact it signed for the game last 
year. 

Ford through J. Walter Thompson 
Co. and Marlboro through Leo Burnett 
Co., both of which bought a quarter 
each of NFL games last year, have 
anted up for similar exposure this year, 
and will share a half, although this time 
they’ll have the entire 98 game schedule 
on at least 197 CBS-TV affiliates (and 
a few other stations), instead of the 90 
games offered last year. The remaining 
NFL half is being sold on a regional 
basis to breweries and oil companies. 

Ford again, this time with its Lincoln- 
Mercury Division through Kenyon & 
Eckhardt Inc., P. Lorillard through 
Grey Adv. Inc., Gillette Safety Razor 
Co. through Maxon Inc. and Goodyear 
Tire & Rubber Co. through Young & 
Rubicam have bought ABC-TV’s AFL 
games on at least 161 stations. DX Sun- 
ray Oil through Gardner Adv. and Pearl 
Brewing through Tracy-Locke Co. are 
regional; Beecham through Kenyon & 
Eckhardt is regional and network. 

Ford also is in collegiate football, 
buying the NCAA games from CBS-TV 
(at least 197 stations) as have Humble 
Oil Co. through McCann-Erickson Inc. 
and General Cigar through Y&R. 

Blue Chips ■ The NFL games are 
being offered at blue chip prices. CBS- 
TV is getting $2.45 million per quarter; 
however an attempt early this year to 
sign two-year contracts with sponsors 
fizzled. The network is getting $2 mil¬ 
lion per quarter for the college games. 
ABC-TV paid proportionately less for 
its football rights than CBS-TV, and is 
charging $1.6 million per quarter al¬ 
though that’s for an eight-team league. 

NBC-TV has a strong edge in post¬ 
season play and will telecast eight cham¬ 
pionship and bowl games. The NFL 
title game, tentatively set for Dec. 30 
(depending on playoff action), is sold 
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WHO GETS WHAT 


AFL 


NCAA 


ABC-TV 

37 season games and 
championship. Paid $2 
million, charging $1.5 
million per quarter. 
Sunday and two Satur¬ 
day afternoons. 

Orange Bowl 


NFL 


CBS-TV 


24 games, 9 national, 
3,*i regional. Paid $10.2 
million for two years. 
Charging $2 million 
p sr quarter. Saturday 
afternoons and Thanks* 
riving Day. Also three 
bowl games and an 
hour kickoff special. 
98 games on 12 re¬ 
gional networks, three 
national. Paid $9.3 mil¬ 
lion for two years. 
Charging $2.45 million 
per quarter. Saturday 
and Sunday afternoons. 
Also an hour kickoff 
special. 


NBC-TV 


7 bowl games at vary¬ 
ing times. 


Championship (color). 
Paid $1.23 million for 
two-year contract. 
Highlights sold for 
Saturday afternoons, 
special. 


WHAT TEAMS GET 

The Nation’s three tv networks 
are paying about $14.4 million for 
television broadcast rights (about 
$12 million in 1961) to 172 pro¬ 
fessional and collegiate U. S. foot¬ 
ball games this season. 

Here’s who gets what: 

Pros ■ Each of the NFL’s 14 
teams will receive $320,000 for 
their rights this year compared to 
the average of $180,000 they re¬ 
ceived in 1961 when they negotiated 
separate contracts. The AFL’s eight 


clubs will earn about $200,000 each 
from the sale of their rights. 

Collegians ■ CBS-TV is pouring 
$5.1 million into some college funds 
this season, but a specific break¬ 
down is not presently available since 
payments go to individual schools, 
not the NCAA. Colleges playing 
in split network games, the regional 
contests, do not earn as much as 
those whose games are telecast coast- 
to-coast. Individual conference rules 
vary, too, in their requirement for 
raking off a share for the organiza¬ 
tion. 
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out with one-quarter sponsorships taken 
by Phillip Morris through Burnett, 
American Oil through D’Arcy Adv., 
Ford through JWT and breweries on a 
regional basis. 

The East-West Shrine game, Dec. 29, 
is sold out to Savings & Loan Founda¬ 
tion through M-E for one half; Colgate- 
Palmolive through Ted Bates & Co. and 
R. J. Reynolds through William Esty 
Co. for one quarter each. 

The Blue-Grey game, Dec. 29, and 
the Rose Bowl, Jan. 1, are sold out to 
Chrysler through Burnett and Gillette 
through Maxon, each buying one half. 

The Sugar Bowl on Jan. 1 is sold out 
to General Motors through Campbell- 
Ewald Co., Wynn Oil through Erwin 
Wasey, Ruthrauff & Ryan, Brown & 
Williamson through Bates, all one quar¬ 
ter; and American Products and Col¬ 
gate-Palmolive, both Bates with one 
eighth. 

Seniors ■ The Senior Bowl, Jan. 5* 
is sold so far to Colgate-Palmolive, 
which ordered one quarter through 
Bates. 

Only an eighth of the Dec. 15 Liberty 
Bowl had been sold by last week. Bristol- 
Myers bought it through Doherty, Clif¬ 
ford, Steers & Shenfield. No date has 
been set for the Pro Bowl, nor has time 
been sold for the contest. 

CBS-TV will work three post-season 
clashes: the Gator, Bluebonnet and Cot¬ 
ton bowls, all now being sold with Uni¬ 
ted Motors through Campbell-Ewald 


Some of the grueling line play in a 
typical pro contest on an afternoon 
when the weather wouldn't cooperate. 
Football players are not issued rain 
checks. Tv viewers will have a wide 
choice of top games this season, 

the first taker in the Cotton and Gator. 
The regular NFL sponsors on CBS-TV 
are in the lineup for the league division 
playoffs, if needed (NBC-TV has the 


especially among the professional 
clashes. The fast-rising AFL continues 
to show improvement in the calibre 
of its play and the NFL can be count¬ 
ed on for a typically exciting season 
with football’s finest players. 

title game). 

ABC-TV is apparently linked only to 
the Orange Bowl for post-season play. 
The sponsors are Buick through M-E 


The number of sportcasters almost requires a new scorecard 


At least 39 sportscasters will 
broadcast the televised football 
games on the NFL, AFL and NCAA 
schedules this season. CBS-TV, 
which has 122 collegiate and pro¬ 
fessional games to report, has as¬ 
signed 34 men to the job. Of them, 
27 will handle the pro broadcasts, 
which begin Sept. 16. The network 
has seven men signed for the NCAA 
games. ABC-TV will use five men 
for its telecasts. Regional splits are 
responsible for the drafting of so 
many sports voices. The lineup: 

NFL on CBS-TV ■ Chuck Thomp¬ 
son, Baltimore Colts; “Red” Grange 
and George Connor, Chicago Bears; 
Ken Coleman and Warren Lahr, 
Cleveland Browns; Frank Glieber 
and Davey O’Brien, Dallas Cowboys; 
Van Patrick and Bob Reynolds, De¬ 
troit Lions; Ray Scott and Tony 
Canadeo, Green Bay Packers; Gil 
Stratton and Bill Brundige, Los An¬ 
geles Rams; Herb Carneal and Clay 
Tonnemaker, Minnesota Vikings; 
Chris Schenkel and Pat Summerall, 
New York Giants; Jack Whitaker 


and Bosh Pritchard, Philadelphia 
Eagles; Joe Tucker and Joe Bach, 
Pittsburgh Steelers; Jack Drees and 



Bill Fischer, St. Louis Cardinals; 
Bob Fouts and Gordon Soltau, San 
Francisco 49ers; and Jim Gibbons 
and Eddie Gallaher, Washington 
Redskins. 

NCAA on CBS-TV ■ Lindsey Nel¬ 
son, Terry Brennan and Jim Simp¬ 
son will cover games broadcast 
coast-to-coast and will join Mel Al¬ 
len, Jim Morse, Bill Fleming and 
Johnny Lujack in describing the 
Eastern, Midwestern and Western 
regional contests. 

AFL on ABC-TV ■ Curt Gowdy 
(play-by-play) and Paul Christman 
(color) will handle one game; if a 
second is scheduled on the same 
day, Jack Buck will do the play-by- 
play and George Ratterman the 
color. In the event of a third game 
on the same day, Charles Jones will 
do all announcing chores. 

Hosts ■ Chris Schenkel will be 
host for CBS-TV’s College Football 
Kickoff, the NCAA pre-game show. 
Jack Whitaker and Bill Malone will 
be co-hosts for College Football 
Scoreboard. 
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Productions Division of M-E, R. J. 
Reynolds Tobacco through Esty and 
United Motors Service through Camp- 
bell-Ewald. 

Beyond the broadcast of actual games, 
network television is providing pre- and 
post-game shows, a few specials and a 
“highlights” program. 

Other Football Shows "NFL games 
will be preceded by Pro Football Kick- 
Off , a 15-minute program to be spon¬ 
sored by Bristol-Myers (Vitalis) through 
DCS&S and Carter Products (Rise) 
through Sullivan, Stauffer, Colwell & 
Bayles. 

NCAA games on CBS-TV will be 
preceded by a 15-minute show spon¬ 
sored by Union Carbide Consumer 
Products through Esty. NCAA Football 
Scoreboard will follow the college 
games on CBS-TV, sponsored by 
Bristol-Myers through DCS&S and Gen¬ 
eral Mills through Knox Reeves Adv. 
Inc. 

AFL scores will be broadcast on ABC- 
TV’s AFL Pro-Game Scoreboard on 
about 157 stations with Bristol-Myers 
through DCS&S, General Mills through 
Knox-Reeves and Simoniz through 
Dancer-Fitzgerald-Sample, sponsoring. 

CBS-TV has scheduled two hour spe¬ 
cials to draw attention to its professional 
and collegiate schedules. “Kickoff ’62— 


FEEtsball 

Trans-Canada Telemeter, hold¬ 
er of franchise for Telemeter pay 
tv in Toronto presented two pre¬ 
season football games of Toronto 
Argonauts this summer at a sub¬ 
scriber cost of $1.50 per game, 
offered 5,800 subscribers. Both 
games were originated from the 
Canadian National Exhibition 
Stadium in Toronto. 


a College Football Preview,” will be 
telecast Sept. 13 and “Pro Football Ex¬ 
plosion—The Story of the NFL,” will 
be shown Sept. 20, both 8:30-9:30 p.m., 
EDT. 

NBC-TV will get into the regular sea¬ 
son schedule with National Football 
League Highlights , filmed portions of 
key action of Sunday pro games on the 
following Saturday (5-5:30 p.m., 

NYT), sponsored by Chesebrough- 
Pond’s through Norman, Craig & Kum- 
mel, Mennen through Grey, R. J. Rey¬ 
nolds through Esty and Skil Corp. 
through Fuller & Smith & Ross. 

CBC-TV will present 16 NFL games 
to Canadian viewers on Sundays during 


the 1962 season. Sponsors are Carling 
Breweries Ltd. and American Motors 
(Canada) Ltd., both through McKim 
Advertising. 

The Canadian network said it would 
televise “the most significant games 
available as the season draws to a 
close.” The game of Oct. 7 may be pre¬ 
empted by the baseball World Series. 

Radio, Too ■ Radio network broad¬ 
casts of football games will be few this 
year, although most all U. S. teams are 
broadcast on local and regional radio 
networks. ABC Radio is again carrying 
the games of the U. of Notre Dame 
with Texas American Oil Co. (no agen¬ 
cy). NBC Radio will broadcast five 
post-season games: the Rose Bowl, Blue- 
Grey Game and the NFL Champion¬ 
ship with the same sponsorship arrange¬ 
ment as NBC-TV; the Sugar Bowl has 
no sales yet; the East-West Game is 
half-sold to Savings & Loan Foundation 
through M-E. 

CBS Radio has not scheduled foot¬ 
ball this fall. 

Mutual Broadcasting System has 
lined up one event, the annual Army- 
Navy game, of which one-half has been 
ordered by the Monroe Auto Equip¬ 
ment Co. through Aitkin-Kynett Co., 
Philadelphia. The other half is avail¬ 
able to stations for local sale. 


Billings per tv family average $9.65 

TvAR’s ANALYSIS OF FCC SHOWS WIDE VARIANCE IN MARKETS 


Advertisers’ spot television billings in 
1961 varied, market by market, from a 
high of $13.72 per tv family to a low 
of $3.09. 

These are the extremes in Television 
Advertising Representatives* third an¬ 
nual analysis of “Television Expendi¬ 
tures by Tv Family ” which is being 
released today (Sept. 3). The figures 
were derived by applying Television 
magazines’s estimates of tv homes 
against FCC’s spot tv dollar figures, 
market by market. FCC placed total 
spot billings, for time only, at $468.5 
million (Broadcasting, Aug. 20). 

Heaviest spending per family was in 
Chicago, where the spot total of $30,- 
582,000 averaged $13.72 per tv home. 
New York got almost twice as much 
spot billing—$59,421,000—but its per- 
family average was less ($11.16). 
Buffalo-Niagara Falls had the second 
highest average, $13.09, and Houston- 
Galveston was next with $11.72. 

The combined market of Evansville, 
Ind. and Henderson, Ky. averaged 
$3.09 per tv family. 

The national average was $9.65. 

Robert Hoffman, TvAR marketing 
and research vice president, who super¬ 
vised the study, noted that generally the 
per-family outlays varied with the size 
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of the market, with the heaviest spend¬ 
ing in the biggest markets. 


Looking back 

The client-agency relationship 
between Brown & Williamson To¬ 
bacco Corp. and Keyes, Madden 
& Jones, Chicago, reached its 25th 
anniversary last month. It started 
in August 1937 when B&W re¬ 
tained the agency to handle a 
radio country music program for 
its smoking tobaccos. 

The show later became NBC 
Radio network’s Plantation Party . 
B&W radio shows have helped 
in bringing fame to such enter¬ 
tainment stars as Frank Sinatra, 
Red Skelton and Art Linkletter. 
In the early days of television the 
B&W-KM&J relationship con¬ 
tinued on such shows as Caval¬ 
cade of Stars, Penny to a Million , 
and Tennessee Ernie Ford. 

Today, KM&J is B&W’s agency 
for Raleigh and Belair cigarettes 
and for Sir Walter Raleigh and 
Pipe Major smoking tobacco. An 
active tv campaign for the fall is 
now being planned. 


Tax Markets ■ In the top 10 markets 
for which FCC figures are available, 
Mr. Hoffman said, the average was 
$9.81 per tv home. For the next 10 
the averages was $9.01; for the 21st 
through 30th it was $7.50; for 31st 
through 40th, $7.09, and for all others, 
$5.32. 

Yet within any one of these groups, 
he continued, there is considerable 
variation: In the first 10, for instance, 
the range extends from Chicago’s 
$13.72 to San Francisco’s $7.99. 

Mr. Hoffman said that changes in 
Television's market definitions made 
comparisons between the 1961 and 
1960 per-family figures for individual 
markets unmeaningful. On a national- 
average basis, however, 1961 ’s $9.65 per 
tv family might be compared with 
$10.03 as of 18 months earlier( Broad¬ 
casting, Oct. 16, 1961). 

Counting network and local as well as 
national spot expenditures, TvAR esti¬ 
mated that total investments in tv ad¬ 
vertising in 1961 averaged $33.28 per 
tv family. The average family, mean¬ 
while, spent $4,026 in retail stores in 
1961. 

Larger Markets ■ The TvAR calcula¬ 
tions cover markets for which FCC fig¬ 
ures are available—those with three or 
more reporting stations. List excludes 
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